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W 
CH,MPTER - I 
I N T R O D U C T I O N 
Bi*CKGRQUND OF THE INDUSTRY j 
The p a i n t i n d u s t r y i n I n d i a i s 80 y e a r s o l d . The f i r s t 
p a i n t m a n u f a c t u r i n g company u/as e s t a b l i s h e d a t C a l c u t t a i n 1 9 0 2 . 
U n t i l r e c e n t l y t h e m a j o r p a i n t m a n u f a c t u r e r s uuere f o r e i g n 
c o m p a n i e s . D u r i n g t h e s i x t i e s some I n d i a n c o m p a n i e s s t a r t e d 
as s m a l l m a n u f a c t u r e r s and gre iu r a p i d l y . F o r e x a m p l e , Garuuare 
P a i n t s , S h a l i m a r P a i n t s , R a j d o o t P a i n t s , l ^od i P a i n t s and Chanda 
P a i n t s a r e I n d i a n c o m p a n i e s u j o r t h m e n t i o n i n g . F o r e i g n c o m p a n i e s 
l i k e I . C . I . , Oenson & N i c h o l s o n , B r i t i s h P a i n t s , A s i a n P a i n t s , 
G o o d l a s s N e r o l a c uuere a s k e d t o d i l u t e t h e i r f o r e i g n e q u i t y 
a f t e r t h e c o m p r e h e n s i v e FEHA ( F o r e i g n E x c h a n g e R e g u l a t i o n A c t ) 
came i n t o b e i n g , l u i t h t h e r e s u l t t h a t t o d a y a l l t h e s e c o m p a n i e s 
h a v e a t l e a s t 60% I n d i a n e q u i t y . P a i n t c o m p a n i e s come u n d e r t h e 
l i g h t c h e m i c a l s i n d u s t r y . 
TECHNO ECONOl^^iICAL IMPORTANCE ; 
T e c h n o e c o n o m i c a l l y t h i s i n d u s t r y o c c u p y a n o t a b l e 
p o s i t i o n i n t h e I n d i a n e c o n o m y . The i n d u s t r y t u r n o v e r i n 1 7 7 9 - 8 0 
was Rs.230 c r o r e s . C o r r o s i o n l o s s e s i n a b s e n c e o f p a i n t s uuould 
have been Rs.600 c r o r e s ( e s t i m a t e d ) . The n e t b e n e f i t o f u s i n g 
p a i n t s i s t h e r e f o r e R3.370 c r o r e s . A p a r t f r o m s a v i n g t h e n a t i o n 
huge c o r r o s i o n l o s s e s t h e p a i n t i n d u s t r y i s an e a r n e r o f f o r e i g n 
e x c h a n g e . T o t a l p a i n t e x p o r t s d u r i n g 1 9 7 9 - 8 0 u jere Rs,52 c r o r e s . 
' 1 
The common n o t i o n about p a i n t s t h a t they a re a t h i n g 
o f beau ty i s no t a l l uuhat they a r e . The amount o f sav/ings i n 
c o r r o s i o n l osses speaks v/olumes o f i t s i m p o r t a n c e i n our economy. 
MAJOR MARKET SEGMENTS : 
The market f o r p a i n t s i s d i v i d e d i n t o the f o l l ouu ing 
t h r e e s e c t o r s : 
1) Bazar Sector 
2) Industrial Sector 
3) Export Sector 
The bazar sector caters for the domestic consumer 
market. Oifferent types of paints are sold in this sector, viz., 
oil paints, enamels, emulsions, varnishes, distempers etc. 
The industrial sector consists of the industrial buying 
of paints. Major buyers are shipyards, automobile manufacturers, 
and railiuays. Apart from them all industries need paints either 
for using them on their products or for protecting their machines 
and equipment. 
The export sector is still very small as compared to the 
tu»o domestic sectors. Only industrial paints are being currently 
exported. 
The first tujo sectors viz., bazar and industrial sector 
are sufficiently provided for by the manufacturers. The demand 
among the tiuo is estimated to be equally distributed. Single 
<1 
c a t e g o r y o f p a i n t s i . e . ready mix p a i n t s and emu ls ions account 
f o r o v e r 50;b o f the bazar s a l e s . 
THE PRESEINT WORK : 
The p r e s e n t o/ork e n t i t l e d , "A s t u d y o f l u a l l p a i n t u s e r s ' 
p r o f i l e and p r o d u c t c h a r a c t e r i s t i c s " dea l s u/ i th a p a r t o f the 
bazar s e c t o r . From among the v a r i o u s c a t e g o r i e s o f bazar s a l e s , 
t h i s s t u d y dea ls u j i t h o n l y u j a l l p a i n t s . W a l l p a i n t s a re used 
i n most o f the modern b u i l d i n g s ( o f f i c e s , t h e a t r e s , homes, cinema 
h a l l s e t c . ) . The s t u d y i s f u r t h e r l i m i t e d to homes. I t aims 
to f i n d a mix o f f a c t o r s ujhich have a b e a r i n g on the d e c i s i o n to buy 
u j a l l p a i n t s . Once the t a r g e t aud ience i s d e t e r m i n e d the s t r a t e g y 
can be f r a m e d . S ince d e c i s i o n s to p a i n t o f f i c e s , t h e a t r e s , 
museums e t c . , a re taken by i n d i v / i d u a l s , the s t u d y on homes as a 
sample can be e a s i l y ex tended to o t h e r buyers i n the bazar s e c t o r . 
WWLL P./iINT3 i 
A breakup o f u j a l l p a i n t segments , s a l e s u / ise, i s shoiwn 
i n F i g u r e 1 , The t o t a l p r o d u c t i o n o f u j a l l p a i n t s d u r i n g 1979-80 
uuas 1 ,200,000 t o n n e s . There a re s i x main types o f m a l l p a i n t s 
be ing p r o d u c e d , v i z . . Premium e m u l s i o n s . Second q u a l i t y e m u l s i o n s , 
O i l bound d i s t e m p e r s . Dry d i s t e m p e r . Cement p a i n t s and Lime c o l o u r s 
Premium emu ls ions a re the f i r s t q u a l i t y p a i n t s . They are 
s y n t h e t i c chem ica l s and have a long l i f e . Premium emu ls ions have 
PREMIUM EMULSIONS 1 1 0 , 0 0 0 t 
SECOND Q U H L I T Y EMULSIONS 
I 8 0 , 0 0 0 t 
O I L BOUND DISTEMPER 
( p a s t e ) 
4 5 0 , 0 0 0 t 
DRY DISTEMPER 
( p o a i d e r ) 2 l 0 , 0 0 0 t 
CEMENT PAINT 
( p o i u d a r ) I 5 0 , 0 0 0 t 
LIME COLOUR 
U a s t m a r k e t s e g m e n t 
M a n u f a c t u r e d by s m a l l f i r m s 
No f i g u r e s a v a i l a b l e 
LIME WASH 
more t h a n a m i l l i o n t o n s 
F i g . 1 . P r o d u c t i G n ( i n t o n s ) o f v / a r i o u s c a t e g o r i e s o f 
l u a l l p a i n t s d u r i n g 1 9 7 9 - 8 0 . 
T) 
a very rich silk like texture. They are quite expensiv/e and 
only the very rich can afford -generally deluxe hotels, corporate 
offices etc. 
Second quality emulsions are a blend of synthetic and 
natural chemicals. They generally have acrylic contents. 
Uarious plastic uuall paints and synthetic acrylic emulsions 
fall under this category. They have a smooth texture. They are 
less expensive than the premium emulsions but still quite 
expensive. Theatres, cinema halls, museums, and houses of 
rich people are the main buyers. 
Qilbound distemper is the biggest segment of u/all paints. 
It is the ideal paint of the middle class home. Its texture is 
matt, also, it is not very expensive and ujithin easy reach of a 
miodle class man. 
Cement paint is generally used for exterior surfaces. 
It contains about 70'/i portland cement and 30% pigments and other 
chemical agents. Its texture is matt. It serves the dual purpose 
of neat looks and providing strength to the plaster on iwalls. 
Lime colours are the pigments uihich are mixed vuith lime 
ujash to add colour.it. They are very popular Luith looi income 
groups and middle class families. These colours are manufactured 
by small firms and the data on them is also not available. 
'Although lime colours are not paints in the strict sense, they 
form a big sales segment. 
c 
Lime luash o r u ih i te uiash as i t i s g e n e r a l l y knoiun i s 
t he b i g g e s t segment and i t may run i n t o a feuj m i l l i o n tonnes per 
y e a r . S ince i t i s n o t p a i n t lue s h a l l no t d i s c u s s i t h e r e , 
QB3ECTIWE3 : 
The o b j e c t i v e o f t h e p r e s e n t ujork i n i t s b road f i r p e r s p e c t i v e 
i s to f i n d a mix o f f a c t o r s wh ich luould enab le t he f o r m u l a t i o n 
o f a ba lanced p r o m o t i o n a l s t r a t e g y f o r u i a l l p a i n t s . I t i s no 
easy t a s k , s i n c e many f a c t o r s have to be c o n s i d e r e d and an i n t e r -
r e l a t e d m a t r i x o f them has to be c o n s t r u c t e d to see hoiu they 
i n t e r a c t u / i th each o t h e r . Then l o g i c a l i n t e r p r e t a t i o n s have to be 
made. The s t u d y , t h e r e f o r e , a l so a t t e m p t s to ; 
1 . De te rm ine luhich p r o d u c t c h a r a c t e r i s t i c ( s) / p r o p e r t i e s , 
consumers d e s i r e mos t , 
2 . De te rm ine consumers ' p r e f e r e n c e and h a b i t s as rega rds 
neujspaper r e a d e r s h i p , magazine r e a d e r s h i p , cinema and 
t e l e v i s i o n h a b i t s , 
3 . De te rm ine the t a r g e t a u d i e n c e , i , e , ujho makes the 
d e c i s i o n i n p u r c h a s i n g p a i n t s among the members o f the 
h o u s e h o I d , 
4 . P l o t the p r o f i l e o f u j a l l p a i n t u s e r s . V a r i a b l e s 
c o n s i d e r e d are j 
( a ) E d u c a t i o n 
(b ) Income 
( c ) U c c u p a t i o n 
(d ) Age 
On the basis of this information certain recommendations 
uiill be made luhich should be kept in mind by the marketer while 
framing the promotional strategy, 
LIMIT>^TI0N3 : 
The present ujork is based on the analysis of secondary 
as uiell as primary data. It therefore suffers from the limita-
tions of accuracy and validity of such data. In the questionaire 
method of survey, reliability is reduced because; (i) an element 
of bias comes in^ the respondents and the intervi 8u;er, both are 
baised, (ii) the questionaire is never perfect, (iii) the inter-
pretation may not alujays be the most logical one, (iv) some 
errors may be associated mith statistical computations. 
'Another set of errors could have come in due to the 
small sample size. The sample size uias kept small because of 
the time factor. Therefore.a survey of 200 people u/as insuffi-
cient to drauj any reliable conclusions about the occupational 
distribution of the paints users. Again because of time 
constraint the sample survey of other north Indian toujns uuas not 
possible, therefore the sample survey of Neuj Delhi has bean 
assumed to be representative of northern India, 
Such limitations are inherent in any marketing research 
assignment, and does not mean that the ujork is not reliable or valid, 
Homever, since the environment is changing, preferences are changing 
the survey findings are usually discarded after a lapse of about 
tuio years. 
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CH./iPTER - I I 
R E S E A R C H D E S I G N 
The p r e s e n t s t u d y ujas conduc ted uuith the he lp o f 
a q u e s t i o n a i r e ( see annex u r s 2 ) . A l t h o u g h a l o t o f secondary 
da ta i s a v a i l a b l e on p a i n t u s e r s , bu t i t uias found l a c k i n g i n 
c e r t a i n r e s p e c t s . I n o r d e r to deve lop a p r e c i s e p r o m o t i o n a l 
s t r a t e g y f o r n o r t h e r n I n d i a i t luas f e l t necessa ry to c o l l e c t 
p r i m a r y d a t a . Th i s work uses bo th p r i m a r y and secondary d a t a . 
The sou rce o f secondary da ta has been men t ioned i n the b i b l i o g r a o h y 
(see annex j r e l ) . 
The samp l i ng p l a n uuas a s i m p l e s a m p l i n g . Tmo hundred 
q u e s t i o n a i r e s uuere f i l l e d . The responden t s uiere p e r s o n a l l y 
i n t e r u i e u j a d by the a u t h o r i n v a r i o u s l o c a l i t i e s o f D e l h i . Only 
those p e o p l e ujere i n t e r v i euued luho a re us i ng m a l l p a i n t s , Non 
use rs o f u j a l l p a i n t s ujere no t i n c l u d e d i n t he s t u d y because they 
c o u l d n o t g i v e the d e s i r e d r e s p o n s e . The a u t h o r b e l i e v e s t h a t 
f i n d i n g s about the sample p o p u l a t i o n i n D e l h i can be taken as 
r e p r e s e n t a t i v e o f t he luhole o f N o r t h e r n I n d i a , I t i s on t h i s 
p r e m i s e t h a t da ta f rom D e l h i has been used to deve lop a s e t o f 
recommendat ions wh i ch w i l l a i d the s t a t e m e n t o f a p r e c i s e s t r a t e g y . 
M schemat i c p l a n o f t h e s tudy i s shown i n F i g u r e I I . 
The f i r s t s t age i n any m a r k e t i n g r e s e a r c h s t u d y i s " d e f i n i n g the 
p r o b l e m a n d / o r o b j e c t i v e . " Th i s i s t h e most c r u c i a l e lement and 
u n l e s s the p rob lem i s no t d e f i n e d e x a c t l y and to i t s c r i t i c a l p o i n t , 
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Fig.II. A chart shoeing the scheme of the study. 
JO 
that defining the problem and/or objective is more important 
than finding solutions. 
Hence having set the objective in clear terms and luell 
defined ideas the second stage involved contact uuith dealers and 
manufacturers of lua 11 paints. These sources uuere very helpful 
to me in guiding my study in the proper direction and oroviding 
me valuable informatittn regarding sales. These sources have 
been duly acknovuledg ed at the beginning of this dissertation. 
The third stage luas to compile a set of questions for 
the survey. Three questionaires had to be redone before a suitable 
questionaire uuas compiled. (For questionaire, see annex ure II). 
Since in the construction of a questionaire the matter to oe 
kept in mind is that the quBstions should be "probing" and not 
"penetrating". For, if the questions become too personal they 
may offend the respondents and make them antagonistic toujards the 
investigator and may even end up in the termination of the 
questioning process. 
Further discussion on questionaire is undertaken in 
chapter III. There I have tried to explain uuhy certain questions 
have been asked; to accomplish what and luhy certain logical 
questions have been omitted. 
The fourth stage ujas to intervieuu luall paint users in 
various localities of Delhi. Only household users luere intervieiued 
for the reasons mentioned in chapter I, After the intervieujing 
process was complete, data luas classified and tabulated. An analysis 
of this data was carried out and finally on the basis of this 
information certain recommendations were made. These recommendations 
luill help in the formulation of a promotional strategy. 
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C H M P T E R - I I I 
ANALYSIS OF DATA 
• • I I • — l l » — I ! ! • • l - l l l - I I 11 • — • • M — 
INTRODUCTION : 
The f o r e g o i n g pages a n a l y s e the t a b l e s luhich a re 
c o n s t r u c t e d d i r e c t l y f rom the responses r e c e i v e d on the 
ques t i o n a i r s . B e f o r e I s t a r t t he a n a l y s i s i t u jould be oior thuuhi le 
i f uje haue a t ho rough l ook a t t he ques t i o n a i r e ( see annexure 2 ) . 
I ujould l i k e t he reade r to u n d e r s t a n d houj I have i n t e r p r e t e d 
the data g i v e n i n annexure 3; ujhat i s the aiin o f a p a r t i c u l a r 
q u e s t i o n ; aihy have I no t i n c l u d e d c e r t a i n q u e s t i o n s wh ich appear 
to be l o g i c a l . 
The f i r s t q u e s t i o n seeks to d e t e r m i n e the t a r g e t a u d i e n c e , 
i . e . , luhether the campaign s h o u l d be d i r e c t e d touuards husbands, 
house iu ives , male a d u l t s or f ema le a d u l t s . On ly t h a t member i n 
the househo ld ujas i n te r v i euued uiho dec ides the brands to be purchasea 
q u e s t i o n numbers 2 ,3 and 4 ujere asked to d e t e r m i n e the dge , 
e d u c a t i o n l e v e l , and income o f the r e s p o n d e n t s , r e s e p e c t i v e l y . 
U u e s t i o n s 5 t h r o u g h 9 were asked to d e t e r m i n e ujhich media 
u u i l l be most s u i t a b l e to reach t h e use rs o f lua 11 p a i n t s . -quest ions 
10 and 11 Luere asked to d e t e r m i n e u/hich c a t e g o r y o f p a i n t s a r e 
p o p u l a r f o r i n t e r i o r and e x t e r i o r s u r f a c e a p p l i c a t i o n s . J u e s t i u n 
12 a t t e m p t s to knouj the mode o f d e c i d i n g the b rand so t h a t the 
p r o m o t i o n a l s t r a t e g y be s u i t a b l y f ramed to r e i n f o r c e the p a r t i c u l a r 
v a r i a b l e . U u e s t i o n 13 t e s t s t he customer l o y a l t y . 
11 
UuBs t i on 14 ujas f ramed l u i t h t he uieiu o f e s t a b l i s h i n g 
a c o r r e l a t i o n betujeen o c c u p a t i o n and volume o f s a l e s bu t the 
sample s i z e uuas too s m a l l to make m e a n i n g f u l c o n c l u s i o n s . 
u u e s t i o n 15 asks the p r o p e r t i e s c o n s i d e r e d i m p o r t a n t by p a i n t 
u s e r s . Th i s h e l p s to d e t e r m i n e what f e a t u r e s / p r o p e r t i e s 
consumers mant i n t he p a i n t s , 
r tno ther l o g i c a l q u e s t i o n c o u l d have been : rtt ujhat t ime 
o f t he year do you p a i n t your bourse ? S ince the secondary data 
r e v e a l s t h a t 90% o f the s a l e s i n n o r t h e r n I n d i a i s r e c o r d e d 
f rom September to March , the peak months be ing mid October to 
mid December, t h e r e ujas no need to ask t h i s q u e s t i o n . L i k e 
uj ise many o t h e r q u e s t i o n s a p p a r e n t l y l o g i c a l and a p p r o p r i a t e 
have been dropped because ansu/ers to these q u e s t i o n s ujere a v a i l -
a b l e f rom secondary d a t a , 
AI\irtLYSlS : 
The i n n u m e r a b l e b i t s o f da ta g a t h e r e d d u r i n g the 
f i e l d uuork had to be c l a s s i f i e d and proces53d, V a r i o u s c l a s s e s 
thus made have been e n t e r e d i n t h e form o f t a b l e s , p u t i r 
annexure 3. nnnexure 3 i s to be r e f e r r e d to luhen such a ment ion 
made i n t h i s c h a p t e r on i n t e r p r e t a t i o n . 
TMRGET /AUDIENCE : ( R e f . T a b l e - l ) 
Who i s t h a t one p e r s o n i n the househo ld oiho makes the 
pu rchase d e c i s i o n ? T a b l e - 1 shoius t h a t 28:''o husbands makes the 
d e c i s i o n to buy p a i n t s u j h i l e o n l y 18% uuives tic s o . 24 o t h e r 
male members i n t h e househo ld and 31% o t h e r fema les members 
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make t h e a e c i s i o n r e g a r d i n g t h e p u r c h a s e o f p a i n t s . S e c o n d a r y 
s o u r c e s shouj m a l e d o m i n a t i o n i n d e c i s i o n s r e g a r d i n g t h e p u r c h a s e 
o f p a i n t s . The s u r v e y r e s u l t c o n t r a d i c t s t h e s e c o n d a r y 
i n f o r m a t i o n . T h i s means t h a t t h e r e i s a g roup ing t r e n d o f f e m a l e 
p a r t i c i p a t i o n i n d e c i s i o n s r e g a r d i n g p a i n t s . The f e m a l e s u s u a l l y 
do n o t go t o buy t h e p a i n t i n t h e m a r k e t b u t PW^SSpSBBBBSB^ 
flBH^BBBBES^^SSlBBSBEttaslBiSBft- t h e y s p e c i f y t h e b r a n d a n d c o l o u r 
t o be p u r c h a s e d . The s u r v e y a l s o r e v e a l s t h a t i n c a s e o f h u s b a n a 
a n d u j i f e o v e r 45 y e a r s o l d i t i s t h e a d u l t s o n / d a u q h t e r mho 
make t h e d e c i s i o n t o buy p a i n t s . 
From t h e d a t a i t c a n n o t be i n f e r r e d t o a n y d e g r e e t h a t 
i t i s t h e h u s b a n d o r uu i fe o r o t h e r m a l e a d u l t o r o t h e r f e m a l e 
a d i - l t iLna i s t h e t a r g e t a u d i e n c e . The a d v e r t i s e r has t o t a k e 
c a r e t h a t f o u r t y p e s o f p e o p l e w i l l be i n t e r e s t e d i n h i s a d v e r -
t i s e m e n t s . The s i g n i f i c a n t f i n d i n g i s t h a t nouj more f e m a l e s 
d o m i n a t e d e c i s i o n s r e g a r d i n g p u r c h a s e o f p a i n t s a n d t h i s s h o u l d 
be k e p t i n m i n d by t h e m a r k e t i n g e x e c u t i v e . 
/JGE GROUP : ( R e f : T a b l e - 2 ) 
U f t h e p e o p l e luho d e c i d e t h e p u r c h a s e o f p a i n t s ^A% 
f a l l i n t h e age g r o u p 25 -3A y e a r s 36% i n 1 8 - 2 4 y e a r s g r o u p , 
^6'% i n 3 5 - 4 4 y e a r s a g e g r o u p a n d o n l y 5% a r e 45 y e a r s o r a i o l d e r , 
T h i s t a b l e makes t h e t a s k s i m p l e r by shou j i ng 80% p e o p l e f a l l i n g 
be tu j een 18 a n d 34 y e a r s . The j o b o f an a d v e r t i s e r t h e r i s t o 
d e v e l o p a message t h a t a p p e a l s t o t h i s age g r o u p . 
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EDUCATION : ( R e f : Tab le - 3) 
The su rvey r e v e a l s t h a t use rs o f uja 11 p a i n t s a r e 
a l l e d u c a t e d . None o f the r e s p o n d e n t s luas i l l i t e r a t e . A% o f 
t h e r e s p o n d e n t s had e d u c a t i o n up to secondary l e v e l . 37;;^  ujere 
g r a d u a t e s and 59% h e l d p o s t - g r a d u a t e d e g r e e s . Th i s e s s e n t i a l l y 
goes to shou/ t h a t p a i n t users a r e l i t e r a t e . The message, 
t h e r e f o r e , s h o u l d be o f a good q u a l i t y capab le o f a t t r a c t i n g 
a t t e n t i o n and lu inn ing a p p r e c i a t i o n o f such a g r o u p , 
HOUSEHOLD INCOME : ( R e f : Tab le - 4) 
H t y p i c a l househo ld u s i n g m a l l p a i n t s can be s a i d to 
l i e i n the Rs.2000 - Rs.3000 income g r o u p . 52% househo lds have 
incomes betujeen Rs.2G00 and Rs.3000; 30% between 1000 and 2000 and 
18% househo lds have incomes above Rs.3000 per mon th . From t h i s 
data t he marke te r s h o u l d be a b l e to d e t e r m i n e an opt imum p r i c i n g 
p o l i c y f o r the v a r i o u s neaii c a t e g o B i e s o f u i a l l p a i n t s . H Iso 
the data u j i l l he lp d e t e r m i n e the m a t e r i a l env i r onmen t o f theea 
h o u s e h o l d s . The a d v e r t i s e r t hen can deve lop a message u/hich 
L u i l l a p p e a l to a p a r t i c u l a r group i n a m a t e r i a l sense as m e l l 
as aesthe—tic sense . 
READERSHIP DMTA : ( R e f . Tab les 5 & 6) 
The data on Reading h a b i t s o f consumers , was c o l l e c t e d 
m a i n l y f o r media s e l e c t i o n p u r p o s e s . The data however a l s o 
t e l l s abou t the t a s t e s and p r e f e r e n c e s o f the u s e r s . By knowing 
t h e k i n d o f l i t e r a t u r e the user reads i t can be de te rm ined 
to a f a i r e x t e n t the men ta l l e v e l & p r e f ^ e nee o f the u s e r . 
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The s u r v e y shows t h a t 7Q% r esponden t s reaa i d a i l i e s . 
17% users read b o t h E n g l i s h as w e l l as H i n d i / U r d u d a l i e s 
and t h e r e uuas none lubo does no t r ead any d a i l y . A lmost s i m i l a r 
t r e n d i s hoiun i n the magazine r e a d e r s h i p , 7A% p a i n t users 
r e a d o n l y E n g l i s h magaz ines , 17% read o n l y H i n d i / U r d u magazines 
and 9% read E n g l i s h as l u e l l as H i n d i / U r d u magaz ines . Aga in 
t h e r e i s none ujho does no t r ead any magaz ine . 
Th is i m p l i e s t h a t E n g l i s h magazines and Neujspapers 
a r e read the mos t . Between 85% to 90% users do read E n g l i s h 
magazines and newspapers . T h e r e f o r e E n g l i s h d a i l i e s ana 
magazines a r e a good medium o f a d v e r t i s i n g . S ince E n g l i s h 
r e a d e r s i n t h i s c o u n t r y f a l l i n t he upper c l a s s o f the s o c i e t y , 
t h e message s h o u l d be c o n s i s t e n t w i t h the v a l u e s , t a s t e s & 
p r e f e r e n c e s o f t h i s c l a s s . 
CINEMA GOING H H B I T S : ( R e f : Tab les 7 & 8) 
2% o f t h e responden ts do no t see f i l m s a t a l l . Of the 
r e s t 98"^,68% p e o p l e see bo th H i n d i as w e l l as E n g l i s h f i l m s . 
31% see o n l y H i n d i f i l m s . There was no body who saw o n l y E n g l i s h 
F i l m . T h e r e f o r e i t can be i n f e r r e d t h a t H i n d i f i l m s a re 
v e r y p o p u l a r and abou t 98% p a i n t use rs see H i n d i f i l m s where as 
o n l y 68% users see E n g l i s h f i l m s . 
16% r e s p o n d e n t s see f i l m s t w i c e a week, 41% see once a 
week, 307'o once a f o r t n i g h t and 13% once a mon th . Th is means 
t h a t a l m o s t 6 5% p a i n t use rs go to cinema a t l e a s t once i n a 
week. The marke te r s h o u l d make use o f f i l m commerc ia ls i n h i s 
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a d v e r t i s i n g campa ign . The i m p o r t a n t d e c i s i o n i s to s e l e c t 
a feai cinema h a l l s luhere the m a r k e t e r uiants to a d v e r t i s e . 
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Peop le a r e g u i d e d by Msay many f a c t o r s ujhen they seey^ f i lm . 
The p o s s i b l e f a c t o r s c o u l d be d i s t a n c e o f the cinema h a l l 
f rom h i s p l a c e . The c o n d i t i o n o f t he h a l l , t he a rea i n u/hich 
the cinema h a l l i s l o c a t e d e t c . 
S ince i t has been e s t a b l i s h e d t h a t p a i n t use rs a r e 
v e r s a t i l e cinema 3061% the e s s e n t i a l d e c i s i o n the marke te r 
has to make i s to s e l e c t f o r SKBR s c r e e n i n g h i s a d v e r t i s e m e n t s 
those h a l l s ujhich a t t r a c t s the p a i n t users or p o t e n t i a l p a i n t 
u s e r s . 
OPINION OF TW ADUERTISEriENTS : ( R e f : T a b l e - 9 ) 
S ince the t ime t e l e v i s i o n i n I n d i a s t a r t e d s c r e e n i n g 
commerc ia l a d v e r t i s e m e n t s the i m p o r t a n c e and e f f e c t i v e n e s s o f 
t h i s medium' has been i n c r e a s i n g . On a s k i n g the responden ts 
abou t t h e i r o p i n i o n o f T . U . a d v e r t i s e m e n t s , 23% responden t s 
reckoned T, U . a d v e r t i s e m e n t s i n f o r m a t i v e , 57;fo e n t e r t a i n i n g . 
14% p e o p l e c o u l d no t comment on the a d v e r t i s e m e n t and 7% f e e l 
t h a t T .U , a d v e r t i s e m e n t s a r e b o a r i n g . M t o t a l o f 80% responden ts 
do care to match T\l a d v e r t i s e m e n t s and they f i n d them e i t h e r 
e n t e r t a i n i n g or i n f o r m a t i v e . P e o p l e ujho f i n d T\) cvt^ i^  Doar ing 
n a t u r a l l y do no t pay a t t e n t i o n to them. They e i t h e r do not 
ujatch T\l a t t h e t ime o f a d v e r t i s e m e n t s or shu t the TW . Those 
luho cannot say abou t a d v e r t i s e m e n t s a l s o do no t pay a t t e n t i o n 
enough to fo rm an o p i n i o n abou t them. 
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200 p e o p l e vuere i n t e r v i B u / e d and 182 o u t o f them suatch 
T,\y. programmes. 1 ,\l. i s t h e r e f o r e an i m p o r t a n t medium o f 
a d u e r t i s i n g and can reach a l l s o r t s o f c l a s s e s o f p a i n t s u s e r s . 
CATEGORY PRLPtRLNCE FOR INTLRIORS ( R e f : Tab le 10) 
O i l bound d i s t e m p e r i s t h e most u / ide ly used a /a l l p a i n t 
o / i th 6c^ 'o housFho lds , r'l^c--' t ] y u a i r u i t . 26 o r e s p o n d e n t s use dry 
d i s t e m p e r and 15/i use s y n t h e t i c e m u l s i o a s . There ujas no househo ld 
us i ng cement p a i n t s f o r i n t e r i o r s . Houjeuer f rom secondary sou rces , 
I t ujas found t h a t i n South I n d i a many p e o p l e use cement p a i n t s 
f o r i n t e r i o r s a l s o . 
CATEGORY PRLFEi-iENCE FOR EXTERIORS ( R e f : Tab le 1 l ) 
For e x t e r i o r s u r f a c e s p e o p l e e i t h e r p r e f e r l i m e ujash 
38% o r cement p a i n t s 4 7 ^ . There luere houieuer, ^3% househo ld t h a t 
use d i s t e m p e r s f o r c o a t i n g the e x t e r i o r s u r f a c e s and 3% t h a t use 
s y n t h e t i c e m u l s i o n s . Cement p a i n t s t h e r e f o r e occupy a dominant 
p o s i t i o n f o r e x t e r i o r a p p l i c a t i o n s . I t a c c o u n t s f o r ove r 7 5;o 
e x t e r i o r uja 11 p a i n t s a p p l i c a t i o n s (38?S l i m e users have been exc luded) 
m o E OF SELECTING THE BRaND ( R e f : Tab le 12) 
When M r e s p o n d e n t s uuere asked to s t a t e t he method o f 
s e l e c t i n g the b r a n d , 5l;$fc>c»-seci t h e i r d e c i s i o n on p a s t e x p e r i e n c e , 247J 
a d m i t t e d bas ing t h e i r d e c i s i o n on adv/er t i s e m e n t s , 18% responden ts 
use f r i e n d ' s or r e l a t i v e ' s recommenda t i on , and 8% by the brand on 
r e t a i l e r ' s a d v i c e . S i n c e 5^% p e o p l e base t h e i r d e c i s i o n s on p a s t 
o 
e x p e r i e n c e , the ma rke te r s h o u l d m a i n t a i n h i g h q u a l i t y ana the 
adv/er t i s ement message s h o u l d r e i n f o r c e the u s e r s ' b e l i e f t h a t 
he bought the bes t b r a n d . 
BRMND L O Y A L L Y {Ref: Tbb le 1 3 ) . 
U n a s k i n g the r esponden t s ujhether they s t r u c k to one 
b r a n d , 3l/o r e p l i e d i n a f f i r m a t i v e and 69/o r e p l i e d i n n e g a t i v e . 
Th i s c l e a r l y shoujs t h a t t h e r e i s a g r e a t l a c k o f b rand l o y a l t y 
among the u s e r s . There can be many reasons f o r t h i s l a c k o f 
b rand l o y a l l y . I t i s a m a t t e r to be p robed as to u;hy t h e r e i s 
l a c k o f b rand l o y a l l y . Th i s a s p e c t can make a t o p i c o f s t u d y 
i n i t s e l f and t h e r e f o r e i s no t d e a l t i n g r e a t e r d e t a i l s h e r e . 
The marke te r must f i n d o u t t he reasons f o r consumer d i s l o y a l t y . 
Tab le 12 shoujs t h a t 51% responden ts d e c i d e the b rand on p a s t 
e x p e r i e n c e and ye t o n l y 3l7o a r e l o y a l to the b r a n d . Th is means 
t h a t t h e r e a r e some use rs 'jjho a re d i s s a t i s f i e d u j i t h the brand they 
use . The marke te r s h o u l d f i n d o u t luhether i t i s due to p r o d u c t 
i t s e l f o r some lacqunae e x i s t i n the m a r k e t i n g system and the 
same s h o u l d be removed. There i s a v a s t p o t e n t i a l to deve lop 
b rand l o y a l l y . T h i s i s e x p l o r e d i n d e t a i l e d i n chap te r 5. 
OCCUP^TIGN ( R e f . Tab le 1 4 ) . 
The t a b l e o f an breakup o f r e s p o n d e n t s o c c u p a t i o n luise 
shou t h a t the s i n g l e b i g g e s t c a t e g o r y o f l u a l l p a i n t s users a re 
bus inessmen (4 l7o) . 22% o f t he p a i n t s use rs a r e Government s e r v a n t s 
E n g i n e e r s , d o c t o r s , P r o f e s s o r s / l e c t u r e r s c^s^V^^v^e.'X c o n s t i t u t e 
28% o f the u j a l l p a i n t s u s e r s . The f i g u r e s on o c c u p a t i o n s d i s t r i -
b u t i o n do no t m r e o e a l much nor do t hey l e a d to any s p e c i f i c 
c o n c l u s i o n s . Whatever i n f e r e n c e s have been draiun f rom the income 
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data and e d u c a t i o n data can o n l y be r e p e a t e d by l o o k i n g a t 
t a b l e 14, Moreover t he sample s i z e o f 200 q u e s t i o n a i r e s i s 
v e r y s m a l l to throuj any l i g h t on the o c c u p a t i o n d i s t r i b u t i o n 
p a t t e r n o f u /a l l p a i n t s u s e r s . The o n l y v a l i d c o n c l u s i o n i s t h a t 
bus inessmen a re an i m p o r t a n t c l a s s o f u j a l l p a i n t s users bu t not 
to the e x c l u s i o n o f o t h e r s . 
PRODUCT C H M R H C T £ R I 5 T I C S ( R e f : T a b l e - l 5 ) 
When responden t s uuere asked to t i c k mark the c h a r a c t e r i s t i c s / 
p r o p e r t i e s they c o n s i d e r e d i m p o r t a n t t he f o l l o u j i n g responses 
luere r e c e i v e d . Each responden t luas a l l o w e d to t i c k a g a i n s t as many 
p r o p e r t i e s as he / she l i k e d . 67% responden t s c o n s i d e r e d u jashab i -
l i t y on i m p o r t a n t a t t r i b u t e . These mere g e n e r a l l y househo lds 
u i i t h s m a l l c h i l d r e n . C h i l d r e n o f t e n s p o i l the l u a l l s l u i t h p e n c i l 
ma rks , bu t i f t he p a i n t i s ujciiV-iable t he marks can be removed s i m p l y 
by wash ing and the u j a l l a g a i n appears f r e s h . 
The nex t i m p o r t a n t a t t r i b u t e s a r e c o l o u r ct^oice o f f e r e d by 
the m a n u f a c t u r e r ^^% and c o l o u r d u r a b i l i t y o f t he p a i n t 40"^. Users 
a r e v e r y r i g i d abou t t he c o l o u r . Once the user has d e c i d e d the 
c o l o u r , he /she l u i l l buy the b rand uuhich o f f e r s h i m / h e r the c o l o u r 
o f h i s / h e r c h o i c e . I f t he c o l o u r o f the p a i n t fades o f changes due 
to s u n l i g h t or m o i s t u r e , the user l u i l l n o r m a l l y no t buy t h a t brand 
a g a i n . 
T e x t u r e o f the f i n i s h coa t comes nex t m i t h 37% r esponden ts 
r e p o r t i n g i t on i m p o r t a n t c h a r a c t e r i s t i c s . Users ujant a ve ry 
smooth t e x t u r e ujhich g i v e s the uualls r i c h l o o k . The s i z e o f p a c k / t i n 
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i s a l s o c o n s i d e r e d i m p o r t a n t by 33% r e s p o n d e n t s , i . e . i f t he 
p a c k / t i n o f f e r s l e s s / m o r e q u a n t i t y t han the u s e r ' s r e q u i r e m e n t s , 
he /she uuiLl buy a b rand t h a t o f f e r s i z e most c l o s e to u s e r ' s 
r e q u i r ements . 
25% responden ts c o n s i d e r d u r a b i l i t y o f the coa t on 
i m p o r t a n t c h a r a c t e r i s t i c . The louj p e r c e n t a g e does no t mean t h a t 
coa t d u r a b i l i t y i s no t an i m o o r t a n t c h a r a c t e r i s t i c . I t s i m o l y 
means t h a t 7 5% users have no t e x p e r i e n c e d t r o u b l e u j i t h the 
p a i n t coa t s and f o t f ^ i s r eason they do no t c o n s i d e r i t an 
i m p o r t a n t c h a r a c t e r i s t i c . Ano ther meaning i s t h a t I n d i a n p a i n t s 
have l a s t i n g c o a t s . The 25% users ujho r e p o r t i t as i m j o r t a n t 
may have e x p e r i e n c e d f l a k i n g , c h i p p i n g o r c r a c k i n g cf coa t e i t h e r 
due to a d v e r s e a t m o s p h e r i c c o n d i t i o n s o r because o f m o i s t u r e on 
m a l l s due to c o n s t r u c t i o n d e f e c t s . By and l a r g e the consumers i s 
s a t i s f i e d u j i t h t h e d u r a b i l i t y o f c o a t . 
On ly 13% r e s p o n d e n t s f e e l t h a t p a i n t s s h o u l d be so maae 
as to make a p p l i c a t i o n easy . Users r e a l l y do no t b o t h e r about 
t he ease a:^ o^ a p p l i c a t i o n because a l m o s t everybody h i r e s bbou r 
to a p p l y the p a i n t s on the u / a l l s . S t i l l , such p a i n t s aR t shou ld 
be deve loped aihich r e q u i r e l i t t l e s k i l l i n a p p l i c a t i o n and dry 
f a s t so t h a t c o s t on l abou r c o u l d be m i r \ i m i s e d . 
On the Luhole, u j a s h a b i l i t y i s c o n s i d e r e d most i m p o r t a n t . 
Co lou r c h o i c e and c o l o u r d u r a b i l i t y a r e c o n s i d e r e d second most 
i m p o r t a n t a t t r i b u t e s . W a l l p a i n t s use rs have one t ime as the o t h e r 
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dec idBd t h e b rand on c o l o u r a v a i l a b i l i t y . The user i t i l l no t 
buy the same brand a g a i n i f the c o l o u r fades au/ay due to 
a tmosphere o r s u n . To deve lop b rand l o y a l l y among p r e s e n t 
consumers , the m a n u f a c t u r e r s s h o u l d b u i l d up these p r o p e r t i e s 
i n the p a i n t s and a d v e r t i s e them. 
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CH^TER ^ ly 
ANALYSIS OF THE PRESENT STATE QF PROMOTIONAL ACTIUITY 
This chapter presents a critical examination of the 
promotional activity being currently undertaken by the manufac-
turers of ujail paints. The advfertising part mill be analysed 
first, then other promotion efforts, like off season discounts, 
personal selling, lucky dravu schemes, discount coupons, free 
gifts, bonus quantity offer etc, shall be taken up. For this 
purpose some advertisement clippings from magazines and neujspapers 
have been used. For advertisement copies, see annexfure 4. The 
reader ujould understand this chapter better if he luays through 
annexlure 4 before reading the next section, 
AOUERTISING J 
Almost all the luall paint manufacturers undertake one 
kind of advertising or the other. The established manufacturers 
advertise in the leading dailies and magazines. The most versatile 
advertisers of luail paints are Jenson & Nicholson, British Paints, 
and Asian Paints, Shalimar Paints advertises heavily on radio.aRgl 
Nerolac Paints advertise on hoardings, radio and very seldom in 
neuispapers and magazines. Other paint manufacturers like Garujare 
Paints, Bombay Paints, Rajdoot Paints and Modi Paints, advertise 
in magazines and neuispapers tuith a limited frequency. ACCI advertises 
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only in selected English magazines. One can therefore see 
a marked difference betiueen the advertising practices of the 
manufacturers. There is no ideal medium. Decisions regarding 
the media class is made according to their oiun budgets and 
policies. The companies, therefore, use all sorts of available 
mediums, 
Houjever, there is a marked similarity in advertisements 
of all the companies. They generally advertise from September to 
March and the peak advertising is done during November and 
December. It is during this period that the public is exposed 
to a maximum number of advertisements and it is a concentrated 
effort to storm the brains of the prospectives users. Another 
similarity is in the advertisement copy. /ill the companies 
advertise their most highly priced product or the best product. 
Thus in most paint adver^iisement one uiould see only synthetic 
emulsion or plastic emulsion or acrylic enamel, All of them are 
synthetic paints and are of'the highest quality. They also command 
a very hi^h price. Hardly 10% advertisements put forujard the 
second or third quality paints. 
Different paint companies have different styles of copy 
and message. Some companies in some of their advertisements just 
propagate their names. For instance, Genson & Nicholson and Asian 
Paints in some of their advertisements do not shoo; any particular 
product. 3enson & Nicholson advertises "WHENEUER YOU 5EE COLOUR, 
THINK OF US". Another copy says "WHAT SHOULD YOU THINK uF 
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WHENE\yER YOU THINK OF 3 & N ? SILKS AND SUNSHINE, MOONOROPS 
AND HONEY", Likeiuisa an (ftsian Paint advertisement copy says 
" WE H.AWE GIVEN YOU A SERIES OF^ FIRSTS. BECAUSE YOU COME FIRST 
AND FOREMOST. A SERIES OF FIRSTS ABD UP TO MAKE US NO.l". 
This copy essentially claims that Asian Paints are the leaders 
of the industry. Asian Paints have ilso created a character 
caricature "GATTU" and is there on all their advertisements. 
Another may of developing the message is by fostering 
association of the brand ujith a high value object in the minds 
of the public. British Paints uuhile advertising ' Luxol Silk 
Synthetic Emulsion' say •• WHEN THE CARPET IS PERSIAN THE WALLS 
ARE LUXOL SILK", " WHEN THE FURNITURE IS UUEEN ANNE THE WALLS ARE 
LUXOL SILK", " WHEN THE ART IS RENNAISSANCE THE WALLS ARE LUXOL 
SILK". They try to associate Luxol Silk luith high value articles 
and essentially propagate on exotic setting of the home using 
Luxol Silk. There is yet another ujay of developing the message. 
3enson & Nicholson use the tactic of testimonial advertising to 
say that their paints are very durable and u/ashabla, see 3 & N 
advertisement copy in annex|ure 4. 
Some companies just make a simple appeal highlighting 
the product features. For instance, uuhen ACCI advertises Dulux 
Acrylic Emulsion, it propagates economy and product features. 
Smaller companies like Rajdoot Paints, and Bombay Paints simply 
advertise their name, product features or economy. They generally 
mention the range of shades/colours they offer. 
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As a l r e a d y s a i d someth ing about media s e l e c t i o n , 
f u r t h e r a n a l y s i s shoujs t h a t feuu i n s e r t i o n s a re ever found i n 
the neuispapers because the u jo r l d o f p a i n t s i s i n c o m p l e t e u^i thout 
c o l o u r s and neuuspapers a re b l a c k and u /h i t e . The adwer t i semen t 
copy t h e r e f o r e l oses i t s e f f e c t , hence feuj a d v e r t i s e m e n t s a re 
ever p l a c e d i n neuusp ap e r s , H i n d i magazines a l so c a r r y ve ry feu/ 
p a i n t a d v e r t i s e m e n t s . E n g l i s h magazines hoiwever a re t h e major 
c a r r i e r s o f p a i n t a d v e r t i s e m e n t s . Radio i s used o n l y by 
S h a l i m a r , N e r o l a c and R a j d o o t . T.W, i s a l so u s e d , bu t to a ve ry 
l i m i t e d e x t e n t by 3 4 N. Road h o a r d i n g s a re used by 3 & N, 
N e r o l a c and A s i a n . Cinema commerc ia l s a re used by J & N and 
•Msian P a i n t s o n l y . 
OTHER PROMOTIONAL EFFORTS : 
The scope o f any p r o m o t i o n a l a c t i v i t y depends on the 
t ype o f m a r k e t i n g c h a n n e l used by the company. The f o i l o u / i n g 
p r o m o t i o n a l t o o l s can be used by the compan ies . 
1) O f f season d i s c o u n t s 
2) D i s c o u n t coupons 
3) Uuiz c o n t e s t s 
4) Bonus q u a n t i t y o f f e r s 
5) Free g i f t s uuith pu rchases 
6) Pe r f o rmance l i n k e d p r i z e s to s t o c k i s t s and d i s t r i b u t o r s 
7) H igher commiss ion to r e t a i l e r s d u r i n g o f f season 
8) P a c k i n g i n r e u s a b l e c o n t a i n e r s 
9) Perso '^1 s e l l i n g 
p.; 
Of these various methods having potential of increasing 
the sales only three methods are presently being used, viz., 
quiz contests, performance linked prizes to stockists and/or 
distributers, and packing in reusable containers. Among these 
three methods almost all companies reu/ard the distributors for 
their good performance. Also most companies have incorporated 
features into their containers that makes them usable as buckets. 
Unly one company i.e. Shalimar Paints conduct a ujeekly quiz 
programme on Radio, " Shalimar Superlac Aur Acrylic Emulsion 3odi" 
No other promotional activity is knomn to be practiced. The 
question arises, as to luhy the manufacturers do not use these 
promotional tools ? The manufacturers simply say that their 
sales are lueil and they do not need to do all those things. 
Moreover the manufacturers believe that a promotional uuar ujill 
start among them uuhich will not bring good result in the future. 
The retailers houiever admit, that if the manufacturers 
advertise coupled ujith a suitable promotional tool, sales can 
increase. The retailers further afree that there is a vast and 
a groujing number of potential paint users but they are ignorant 
of prices, qualities and uses of paints, Advertising can only 
create an auuareness among the potential users, something more is 
needed to induce them to buy, and that something is promotional 
effort. An interesting discovery u/as made about the retail 
sales pattern of ujall paints, /About 30% ujall paints are bought 
by contractors or painters and 10% paints are bought by the house-
oujners themselves. In these purchases the houseouiner generally 
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brings the painter or contractor to the shop. The painter plays 
a significant role in the purchase, though the ultimate decision 
is of the houseoLuner. 
CONCLUSION : 
The analysis of the existing promotional activ/ity shoujs 
that certain aspects of advertising need thinking and certain 
promotional tools need to be incorporated into the promotional 
strategy. These are considerations luhich uuill have long term 
effects on the company. These strategies are, therefore, always 
made at the highest level and are based on the external and 
internal environment. This analysis luill lead to certain 
recomtr.endations, discussed in chapter 5, luhich can be used as 
a guideline in the statement of the strategy given the problems, 
constraints and the relevant environment. 
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CHAPTER - \l 
R E C D F I M E N D M T I 0 N 3 
SOFIL GENERAL CQNSIDERM T I0N5: 
There i s no i d e a l p r o m o t i o n a l s t r a t e g y t h a t u/i 11 s u i t 
a l l companies and a l l t ypes o f u j a l l p a i n t s . There l u i l l be a 
d i f f e r e n t s t r a t e g y f o r each p r o d u c t u/hich l u i l l a g a i n d i f f e r f rom 
company to comoany. I n t he f o l l o u j i n g pages c e r t a i n recommendat ions 
have been l a i d doom u/hich a r e based on the f i n d i n g s o f the su rvey 
and data o b t a i n e d f rom secondary s o u r c e s . These recommendat ions 
l u i l l be found v e r y u s e f u l by t he ma rke te r i n f o r m u l a t i n g the o r o -
m o t i o n a l s t r a t e g y . 
The c o m p e t i t i o n i n t he p a i n t i n d u s t r y i s near o l i g o p o l i s t i c . 
There a r e feoi s e l l e r s and many b u y e r s . U n t i l nouj t he s u n p l y s i d e 
has been s t r o n g , i n the sense t h a t they have d i c t a t e d the p r i c e 
and q u a l i t y . The s i t u a t i o n l u i l l change ujhen more f i r m s u ; i l l 
e n t e r t he i n d u s t r y and luhen t h e r e l u i l l be s t r o n g consumer a s s o c i a t i o n s 
to l o o k a f t e r the i n t e r e s t s o f t he consumers . These c o n d i t i o n s 
u j i l l l ead to more i n t e n s e c o m p e t i t i o n among t h e f i r m s . 
The p r i c e s o f p a i n t s a r e r a t h e r h i g h , c o n s i d e r i n g the 
p u r c h a s i n g power o f an average I n d i a n . A l t h o u g h most p a i n t companies 
f a l l under hRTPC, bu t even t h i s c o u l d no t check p r i c e s . P a i n t 
companies s h o u l d reduce the p r i c e s o f p a i n t s i n o r d e r to i n c r e a s e 
t h e i r c l i e n t a l e . I t i s h i g h t i m e , p a i n t » a c c e p t a b l e q u a l i t y p a i n t s 
p 
because an ave rage I n d i a n cannot even a f f o r d d r y d i s t e m p e r . There 
i s a s t r o n g need f o r such a c t i o n s . The scope o f t h i s wuork i s 
l i m i t e d to p r o m o t i o n , I s h a l l , t h e r e f o r e , no t e n t e r i n t o o t h e r areas 
o f m a r k e t i n g . 
RECOmENDMTIONS R L G H R D I N G M D W L R T I S I N G : 
I n many r e s p e c t s p r e s e n t a d v e r t i s i n g i s s a t i s f a c t o r y 
bu t c e r t a i n a s p e c t s have to be r e v i e u j e d . The su rvey r e v e a l s t h a t 
an ave rage buyer i s a t l e a s t a g r a d u a t e a round 25 years o l d uuith 
a househo ld income o f abou t Rs .2 ,500 per mon th . The marke te r s h o u l d 
deve lop a d v e r t i s e m e n t c o p i e s c o n s i s t e n t u j i t h b e l i e f s , a s p i r a t i o n s , 
p r e f e r e n c e s and t a s t e s o f such a g r o u p . There i s houjever, no 
d e f i n i t e p a t t e r n o f p u r c h a s e r s ' s t a t u s i n t h e h o u s e h o l d . The 
message s h o u l d , t h e r e f o r e , a l s o a p p e a l to houseteaigl-»»)ives and o t h e r 
male and fema le a d u l t s \.»^ o-«^Actcc« to husbands . 
As r e g a r d s media s e l e c t i o n , the companies have adop ted a 
r i g h t s t r a t e g y , E n g l i s h magazines and neu/spapers s h o u l d be used 
bu t a feuj a d v e r t i s e m e n t s s h o u l d a l s o be p l a c e d i n p o p u l a r v e r n a c u l a r 
magazines and neuuspapers. The companies have no t y e t u t i l i s e d 
the p o t e n t i a l o f cinema commerc ia l s to t he f u l l e s t e x t e n t . Th is 
medium i s the ipost e f f e c t i v e i n case o f p a i n t s because cinema 
commerc ia l s can be d i s p l a y e d i n c o l o u r . The a d v e r t i s e r u j i l l succeed 
i n c r e a t i n g the d e s i r e d i m p r e s s i o n on the minds o f the p u b l i c 
p r o v i d e d the message has been c a r e f u l l y d e v e l o p e d . The a d v e r t i s e r 
s h o u l d be c a r e f u l abou t t he s e l e c t i o n o f cinema h a l l s f o r e x h i b i t i n g 
h i s s t r i p s . There a r e many cinema h a l l s u jh ich e x h i b i t o n l y H i n d i 
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f i l m s or o n l y E n g l i s h f i l m s , some e x h i b i t bo th H i n d i and E n g l i s h 
f i l m s . The a d v e r t i s e r s h o u l d s e l e c t a mix o f a l l t ypes o f 
cinema h a l l s so t h a t be can reach a l l s e c t i o n s o f the u j a l l p a i n t 
u s e r s . S i n c e i t a / i l l be a f a i r l y long term c o n t r a c t t h i s 
d e c i s i o n s s h o u l d be taken u i i t h c a r e . 
At thfc moment T . U . i s b l a c k and w h i t e bu t soon i t w i l l 
become c o l o u r . There a r e 80% r e s p o n d e n t s who uiatch T\i a d v e r t i s e -
ments w i t h i n t e r e s t . The companies s h o u l d a d v e r t i s e on T\i 
and when i t becomes c o l o u r t h i s medium s h o u l d be g i v e n more 
i m p o r t a n c e . 
a n o t h e r p rob lem no ted w i t h p r e s e n t a d v e r t i s e m e n t s i s 
t h a t t he companies do no t change the copy f rom t ime to t i m e , 
M f t e r r e p e a t e d exposures a p a r t i c u l a r a d v e r t i s e m e n t copy l oses 
i t s e f f e c t . The companies s h o u l d keep chang ing t h e i r adv er t i se t r ent 
c o p i e s to a v o i d redundancy . 
I t was no ted t h a t a l l p a i n t a d v e r t i s e m e n t s p u t f o r w a r d 
the company 's most expens i ve p r o d u c t i n an a t t e m p t to b u i l d an 
image . They c o m p l e t e l y i g n o r e the f a c t t h a t abou t 60% p e o p l e use 
o i l bound d i s t e m p e r , moreover an ave rage I n d i a n cannot a f f o r d 
s y n t h e t i c e m u l s i o n s . The companies s h o u l d , t h e r e f o r e , a l s o 
a d v e r t i s e cheaper p a i n t s l i k e o i l bound d i s t empe r and d r y d i s temper 
Mpar t f rom economy, the companies s h o u l d a d v e r t i s e i n t h e i r 
a d v e r t i s e m e n t c o p i e s t h a t t h e i r p a i n t s a r e a 'ashable , KiVv; c u r u c r i r 
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pack s i z e s , possess good t e x t u r e , c o l o u r d u r a b i l i t y , coa t 
d u r a b i l i t y and the range o f c o l o u r s / s h a d e s . These c h a r a c t e r i s t i c s 
s h o u l d be deve loped i n t he p a i n t s and no t j u s t a d v e r t i s e d 
uui thout them be ing p r e s e n t i n p a i n t s . 
RECOhriENDATIONS R£.^DING PRaMOTOOLS : 
Of the v a r i o u s p r o m o t i o n a l t e c h n i q u e s knoujn to 
m a r k e t e r s p a i ^ t m a n u f a c t u r e r s can use a l l o f them to some deg ree . 
The scope o f p e r s o n a l s e l l i n g i s homever, v e r y l i m i t e d . C'aint 
companies cannot r e s o r t to p e r s o n a l s e l l i n g o f t h e i r p r o d u c t s . 
The p a i n t i n d u s t r y i s a f f e c t e d by tujo main p r o b l e m s . 
One p rob lem i s t h a t t he demand f o r p a i n t s i s s e a s o n a l . The o t h e r 
p rob lem i s t h a t t h e r e i s l a c k o f b rand l o y a l l y . The i d e a l 
s i t u a t i o n f o r any company luould be smooth demand anfl l o y a l 
c u s t o m e r s . I f a mix o f p r o m o t i o n a l t e c h n i q u e s i s used t h e r e 
tiuo p rob lems can be d i f f u s e d to a c e r t a i n e x t e n t . 
To deve lop b rand l o y a l l y the company s h o u l d market h i g h 
q u a l i t y p r o d u c t a t loui p r i c e s . The p r o d u c t s h o u l d have a l l 
f e a t u r e s d e s i n e d by the consumer. S ince human behav iou r i s 
v e r y comp lex , even t h e n , he may no t buy the b r a n d . I f some k i n d 
o f d i s c o u n t coupon i s a t t a c h e d to t he c o n t a i n e r wh ich i s v a l i d 
f o r one y e a r , t h e r e i s a h i g h p r o b a b i l i t y t h a t the customer l u i l l 
buy the same b rand i n h i s n e x t p u r c h a s e . The f i r m can a l s o d i s t r i -
bu te f r e e g i f t s u j i t h p u r c h a s e . 
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M i l comaanies ujant t h e i r s a l e s to be smooth u i i t h no 
f l u c t u a t i o n s . The p a i n t companies e x p e r i e n c e 90% o f t h e i r sa l es 
d u r i n g September to March . To a c h i e v e a smoother s a l e s cu rve 
the f i r m s can use a mix o f t e c h n i q u e s o t h e r than a d v e r t i s i n g . 
For i n s t a n c e , the f i r m s can announce o f f season d i s c o u n t s or 
o f f e r bonus q u a n t i t y f o r t h e same p r i c e , or can g i v e s l i g h t l y 
h i g h e r commiss ion to r e t a i l e r s . O b v i o u s l y no body w i l l o a i n t 
h i s house d u r i n g monsoons. The companies can a t l e a s t ex tend 
t h e i r s a l e s p e r i o d f rom September to 3une by a d o p t i n g some o f 
these t e c h n i q u e s . 
These recommendat ions a r e g e n e r a l and do no t r e p l a c e 
i n t u i t i v e judgement and d e c i s i o n mak ing . I hope a f t e r r e a d i n g 
t h i s d i s s e r t a t i o n the m a r k e t e r u / i l l g e t an o b j e c t i v e and. deeper 
i n s i g h t o f t he u s e r s ' t a s t e s , p r e f e r e n c e s , and d e s i r e s . The 
same m i l l l e a d to a b e t t e r p r o m o t i o n a l s t r a t e g y . 
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Government o f I n d i a , New D e l h i . 
9) Thompson Bureau j M a r k e t i n g r a t i n g i n d i c e s o f s e l e c t e d 
n o r t h I n d i a n t owns , Thompson a d v e r t i -
s i n g . J o u r n a l , i y o l . 2 7 . N o . 5 , May 1980, 
M N N E X U R E - I I 




RESHUNDENT'S STATUS S 
1 , Head o f h o u s e h o l d 
2 . Houseuu i fe 
3 , O t h e r m a l e a d u l t 
4 . U t h e r f e m a l e a d u l t 
RESPONDENT'S AJE j 
1 . 18 - 24 
2 . 25 - 34 
3 . 35 - 44 
4 . 45 + 
RESPONDENT'S EDUCATION : 
1 . I l l i t e r a t e 
2. High School/Hr.Secondary 
3 . g r a d u a t e 
4 . P o s t - g r a d u a t e 
hONTHLY ' H O U S E H O L D INCOME : 
1 . Less t h a n 1000 
2 . R s . 1000 - 2000 
3 . R s . 2000 - 3000 
4 . R s . 3000 + 
( T i c k o n e ) 
( T i c k o n e ) 
( T i c k o n e ) 






1 . E n g l i s h c n n l y 
2 . U e r n a c u l a r o n l y 
MAGAZINE R E H D E R S H I P : 
1 . E n g l i s h o n l y 
2 . V e r n a c u l a r o n l y 
CINEMA GOING HABITS : 
1 . E n g l i s h o n l y 
2 . H i n d i o n l y 








B o t h 
N e i t h e r 
B o t h 
N e i t h e r 
B o t h 
N e i t h e r 
CINEMA ; 
( T i c k 
( T i c k 
( T i c k 
( T i c k 
o n e ) 
o n e ) 
o n e ) 
o n e ) 
1 , Tu j i ce a ujeek 
2 , Once a ujeek 
3 . Once a f o r t n i g h t 
4 , Once a m o n t h 
:^5 
9 . ( A ) DO YOU WATCH T . \ / . PROGRAMMES ? 
1 . Yes 2 . No 
( I f yes a s k B ) 
( B ) DO YOU FIND T.\l. MDU ERTISEMENTS ? 
1 , I n f o r m a t i v e 3 . S o a r i n g 
2 . E n f c f e r t a i n i n g 4 , C a n ' t s a y 
( T i c k o n e ) 
( T i c k o n e ) 
1 0 . WHICH CrtTEGQRY OF WALL P H I N T 5 DO YOU USE FOR 
INTERIOR SURFACES. ( T i c k o n e ) 
1 . D r y d i s t e m p e r 
2 . O i l bound d i s t e m p e r 
3 . Cement p a i n t 
4 . S y n t h e t i c si e m u l s i o n s . 
1 1 . WHICH CATEGORY DO YOU USE FOR EXTERIOR S U R F H C E S . ( T i c k o n e ) 
1 , L i m e uuork 
2 , Cement p a i n t s 
3, Distempers 
4, Syn the t i c emulsions 
1 2 . HOW DO YOU SELECT THE BRrtND ? 
1 . P a s t e x p e r i e n c e 
2 . A d v e r t i s e m e n t 
3 . F r i e n d s / r e l a t i v e s r e c o m m e n d a t i o n 
4 . R e t a i l e r s a d v i c e 
1 3 . DO YOU STICK TO ONE BRAND ONLY ? 
1 . Yes 2 . No 
1 4 . OCCUPATION OF THE h A I N E M R N L R 
( T i c k o n e ) 
( T i c k o n e ) 
( T i c k o n e ) 
5. Engineer 
6 . Doctor 
7 . L e c t u r e r / P r o f e s s o r 
1 . S k i l l e d u j o r k e r 
2 . C l e r k / S a l e s m a n 
3 . B u s i n e s s m a n 
4 . G o v t , s e r v i c e 
1 5 . WHICH PROPERTY/CHARACTERISTIC DO YOU CONSIDER 
IMPORTANT ? ( T i c k as many as you l i k e ) 
1 . C o l o u r c h o i c e 5 . P a c k s i z e 
2 . S i m p l e i n a p p l i c a t i o n 6 . C o l o u r d u r a b i l i t y 
3 . T e x t u r e 7 . C o a t d u r a b i l i t y 
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